Purpose: This study examined the influence of service quality on satisfaction and investigated whether satisfaction varies between male and female in response to the perceived service quality in the Malaysian tourism context.
Introduction
The travel and tourism industry in Malaysia is developing continuously, which is parallel with the worldwide tourism industry. In Malaysia, visitor arrivals increased from 13.29 million in 2002 to 25.03 million in 2012 as shown in Table 1 (Tourism Malaysia, n.d.) . Tourism revenues also increased from RM25.8 billion to RM60.6 billion in the same period (Tourism Malaysia, n.d.) . Due to this, the increment of tourist arrivals proves to lead to a positive increase in the gross revenue of the country.
For instance, successful tourism business will provide greater revenues to the host country, especially for countries with abundant tourism resources. For example, in 2012 alone, the tourist receipts contributed 12.5% of Malaysian Gross Domestic Product and the tourism sector was ranked the second largest of the foreign exchange earners in 2012 (Prime Minister's Department, 2014) .
In order to increase and sustain the number of tourists visiting Malaysia, it is essential to ensure that their level of satisfaction is high. This is because having high satisfaction level is the key point for positive word-of-mouth and better retention rate (Hoffman & Bateson, 2011) , which contributes to continuous revenue generation to a country. Therefore, instilling better understanding of related factors that create tourist satisfaction is important. In a competitive business environment, the survival of an organization depends on the extent of customers' needs and whether or not their requirements are met. When customer requirements are met, a positive disconfirmation exists, which results in customer satisfaction, positive word-of-mouth, and retention. A satisfied customer often purchases more items and on a regular basis, and will lead to loyalty in the long run (Hoffman & Bateson, 2011) . In addition, the efforts and initiatives to improve customer satisfaction are crucial because dissatisfied customers are more likely to share their bad experiences with others than satisfied customers do (Hoffman & Bateson, 2011; Hoyer & Maclnnis, 2007 . If customer satisfaction is the highest priority of a total quality organization, then the focus on the factors that contribute to overall customer satisfaction is critical. Furthermore, studies related to the issue of customer satisfaction are sensible due to the dynamic nature of the business environment and customer preferences.
For that reason, numerous studies on satisfaction have been carried out across industries, where tourism industry is not an exception (e.g. banking (Mosahab, Mahamad & Ramayah, 2010; Tan, Suki & Suki, 2012) ; transportation (Lai & Chen, 2010) ; retail (Im & Ha, 2011) ; education (Mansori, Zarina & Ismail, 2014; Tuan, 2012) ; mobile broadband (Jusoh, Zakuana, Baharia, Ariffa & Hayata, 2012) ; airline (Namukasa, 2013) ; health care (Faria & Mendes, 2013) ; tourism (Aziz, Ariffin, Omar & Yoon, 2011; Yoon, Lee & Lee, 2009 ) and many more). Service quality is generally dominated as the significant explanatory factor to satisfaction (González, Comesaña & Brea, 2007; Ekinci, Dawes & Massey, 2008; Meng & Elliott, 2009; Rojas & Camarero, 2009) . The current literature dealing with the interaction of gender to service quality and satisfaction is, however, still lacking (Mokhlis, 2012) even with a few exceptions. For instance, the moderator role of gender on perceived quality has been discussed and empirically proven in the context of hotel industry (Juwaheer, 2011) , public services (Mokhlis, 2012) , and banking sector (Karatepe, 2011) .
Even though some researches have investigated the effects of gender differences between service quality and satisfaction relationships, the study on gender role remains infrequent. It is worth to note that gender roles may be significant during evaluation stage (Hoyer & MacInnis, 2010) and thus, seem able to describe more on satisfaction level, particularly in response to the assessment of perceived service quality. For instance, Im and Ha (2011) called for further studies on gender differences because their post hoc analysis pointed out significant gender differences in several aspects, such as perceived variety, disconfirmation, as well as satisfaction. Therefore, extra attention is necessary in order to provide sufficient credentials for the moderating role of gender in distinguishing the strength of association between service quality and satisfaction.
Furthermore, improving the understanding on gender differences is a beneficial marketing strategy.
Several studies have noted that gender is a genuine variable sufficiently strong to be counted as a driver of market segmentation and successful marketing strategy, because gender is easy to identify and access, and substantial to be profitable (Juwaheer, 2011; Mokhlis, 2012; Ryan, Henley & Soutar, 1998) . Besides that, Juwaheer (2011) also claimed that gender differences also represent a 'differential potential' deemed to be sufficient to justify whether a destination specifically draws attention to qualities that separately appealing to male and female visitors (Ryan et al., 1998) . For marketing purposes, gender differences may be noteworthy to be considered as separate subcultures (Peter & Olson, 2010) . For that reason, this study attempts to extend the previous studies by examining the moderating effect of the tourist genders in the Malaysian tourism context.
Literature review

Satisfaction
Oliver (1980) defined satisfaction as the perceived difference between expectation and perceived performance. For instance, Woodside, Frey and Daly (1989) suggested that satisfaction is related to how much a person likes or dislikes a product or service after consuming it, or a response to the perceived difference between expectation and perceived performance (Oliver, 1981; Tze & Wilton, 1988) .
The comparison between expectation and performance is based on the Expectancy Disconfirmation Model (Hoffman & Bateson, 2006 . When the actual performance meets the expectation, the expectation is confirmed and the consumer is satisfied. However, if the perceived performance is lower or higher than the expectation, a negative or positive disconfirmation is created. For instance, when a perceived performance is higher than the expectation, it tends to lead to positive disconfirmation and a satisfied customer. On the other hand, when a negative disconfirmation is created, the customer tends to be dissatisfied because the perceived performance is lower than expectation. In short, the satisfaction in this study refers to the tourists' feeling, in terms of their liking and disliking their visit to Malaysia based on their comparison of expectation to the actual trip experience.
Service Quality and Satisfaction
Service quality is the conformance of customer requirements to the service delivered (Chakrabarty, Whitten & Green, 2007) . Generally, it is widely accepted that service quality depends on the degree of actual service performance in meeting customer's need and expectation (Asher, 1996; Grönroos, 1990; Presbury, Fitzgerald & Chapman, 2005) . In this study, service quality is interpreted as tourists' judgment on the perceived services during their visit to Malaysia.
According to the perspective of Parasuraman, Zeithaml and Berry (1985) , satisfaction level is influenced by the gap between service perception and expectation. For instance, a better fit between service perceptions with service performance will reduce the gap leading to a higher quality service and consequently higher satisfaction (Asher, 1996; Ekinci, 2004; Parasuraman et al., 1985; Parasuraman, Zeithaml & Berry, 1994) . The disconfirmation theory supports the gap view, meaning that when perceptions meet or exceed quality expectation, positive disconfirmation is formed and the customer is satisfied. Otherwise, the customer is dissatisfied suggesting a negative disconfirmation when perceived quality is lower than expectation.
Positive relationships between service quality and satisfaction are supported by previous researchers (Al-Ababneh, 2013; Ekinci et al., 2008; González et al., 2007; Meng & Elliott, 2009; Rojas & Camarero, 2009; Tuan, 2012) . Therefore, it is rational to accept as true that a higher service quality will increase the level of satisfaction among the tourists, and the hypothesis is formulated as follows:
H1: Service Quality has positive effects on Satisfaction.
Gender difference
Demographic variables, such as age, gender, education and socioeconomic status are known as customer characteristics. To a certain extent, these characteristics are significant determinants of consumer behaviours. Among these characteristics, gender appears to be one of the few features that are easy to recognize and access, and is a large enough segment to be profitable for market strategy (Juwaheer, 2011; Mokhlis, 2012) . Therefore, this study seeks to exploit gender differences to determine the level of satisfaction in response to service quality.
Gender refers to a set of characteristics differentiating males from females. Other than being physically or biologically different, males and females can be different in traits, attitudes, and activities that are able to influence consumer behaviour (Hoyer & Maclnnis, 2010) . Each gender observes the environment; processes, evaluates and retrieves information, and makes judgments in different ways (Hoyer & Maclnnis, 2010; Karatepe, 2011) .
For instance, women pay attention to both personally relevant information and information relevant to others (Hoyer & Maclnnis, 2010 ) and tend to be more likely to engage in a detailed, in-depth examination of a message and make extended decision based on product attributes (Hoyer & Maclnnis, 2010; Karatepe, 2011) . Men, however, only focus on personally related information (Hoyer & Maclnnis, 2010 ) and tend to use simple heuristics and process information based on few details (Hoyer & Maclnnis, 2010; Karatepe, 2011) . Accordingly, it can be argued that women place more emphasis on quality because they consider and evaluate in detail every single aspect of the products and/or services they acquired, while male customers evaluate the overall aspects. Therefore, it is not surprising that the expectation of the service or products for females is likely to be higher than male customers together with lower perceptions score report than male customers do (Juwaheer, 2011) , which, in turn, affects the level of the satisfaction. Sánchez-Hernández, Martínez-Tur, Peiró and Moliner (2010) indicated that women and men differ in the association of functional and relational dimensions of service quality with their satisfaction and loyalty based on their study in Mexican hotels. Functional service quality was higher for male guests, while relational service quality showed greater predictive power for female guests.
On the other hand, the study conducted by the public service organization indicated that male respondents rated perceived service quality better in comparison to female respondents (Mokhlis, 2012) . Five SERVQUAL dimensions collectively explained 48.1% of the variance of male customers' satisfaction and 53.8% for difference of the female customers' satisfaction. In addition, the findings of Karatepe's (2011) study also proved the moderating role of gender in the relationship between service quality and customer satisfaction in banking context.
For that reason, the association between service quality and satisfaction seems to vary between male and female customers. Considering the importance of gender role in fine-tuning the strength of the relationship of service quality and satisfaction, the second hypothesis, therefore, is formulated as follows:
H2: Gender moderates the relationship between service quality and satisfaction.
Methodology
The population of the study is made up of tourist groups that travelled to Malaysia. The population was large and hence, a sample was chosen to represent the population. In addition, a set of questionnaire was used as the instrument for data collection. Service quality was measured with five dimensions adapted from SERVQUAL (22 items), while Satisfaction was measured with five items. Both service quality and satisfaction were measured with 5-point Likert scale. Also, the demographic background of the respondents was assessed.
In this study, the multi-stage sampling method comprises stratified and convenience sampling techniques was used to draw the samples. Firstly, the stratified sampling technique was undertaken. The sample was divided into two groups, namely ASEAN tourists and non-ASEAN tourists. Secondly, the convenience sampling technique was used to draw the sample at selected locations. The used of convenience sampling method is not something new or uncommon in the context of tourism study and has been utilised by researchers (e.g. Jamal, Othman & Muhammad, 2011; Wu & Li, 2014; Ali, 2015; Jani, Jang & Hwang, 2014) in their study of the tourism context. According to Jamal et al. (2011) , convenience sampling is the most appropriate sampling technique for the study with unidentified population and sampling frame. Subsequently, the non-probability sampling method was employed due to no accurate tourist sampling frame, limited time and cost, and high mobility of the respondents (international tourists).
Four tourist destinations, namely Penang, Sabah, Kuala Lumpur and Malacca, which are among the top five destinations in Malaysia frequently visited by international tourists were selected for the field work.
During the survey period, the questionnaires were distributed to willing respondents after a few screening questions to ensure they qualified as respondents. Also, the respondents were requested to answer and return the questionnaires on the spot. After removing three incomplete questionnaires, 301 completed questionnaires were used for data analysis, resulting in 75 percent of usable rate for analysis.
Returned questionnaires were analysed with both SPSS and AMOS software and reported in the following section.
Data analysis
Profile
The background profile (Table 2 ) was briefly reviewed to provide a basic concept of the respondents engaged in the survey. In this study, a total of 198 respondents were from non-ASEAN countries and 103 respondents from ASEAN countries. Besides that, 56.8% of the respondents were female (n=171), and 43.2% were male (n=130). The results also indicated that 47.8% or 144 respondents were married.
Other than that, the tourists aged 40 and below made up the majority of the tourist groups. Based on the statistical results, most of the tourists visited Malaysia for vacation purposes, which consisted of 238 out of 301 respondents (79.1% of the respondents).Moreover, the statistical results showed that the tourists preferred to travel on their own (86.4%) rather than using a tour package (13.6%). 
Items
The measurement model
Using the Principal Component analysis with Variamax rotation, the Exploratory Factor Analysis was conducted. 22 service quality items were successfully extracted into four components (factor loading ≥ 0.4) with initial eigenvalues above 1.0, KMO >0.7, Bartlett's test value of p < 0.001, and explained a total of 64.08% variance (> 60%). On the other hand, for satisfaction, all of the five satisfaction items were extracted into a single component with initial eigenvalues>1.0 (total variance explained = 68.62%), KMO = 0.825 and Bartlett's test value < 0.001. Afterward, CFA analysis was conducted based on the EFA results using AMOS software.
After deletion of the poorly load items (<0.6), the CFA model provided a good fit to the sample data (χ 2 = 233.734, df 12, χ 2 /df = 1.885). The GFI was .923, AGFI =.893, CFI=.965, TLI = .957 and RMSEA = .054. In order to ensure the validity and reliability, several tests were conducted. The composite reliability values exceeded 0.7 (Table 3 ) and the AVE value of all the latent factors were ranged from 0.593 to 0.7 (AVE >0.5), which indicated that both reliability and convergent validity were achieved. Similarly, the discriminant validity was supported with the square root AVE values, which were greater than the intercorrelation coefficients among the constructs, as shown in Table 4 .
Items FL CR AVE Reliability 0.879 0.593 C11 Generally, the service providers had performed the right services at the first time 0.8 C9 Generally, the service providers had performed services as promised 0.82 C10 Generally, the service providers had served as the time promised 0.81 C8 Generally, the service providers had kept me informedabout when services will be performed 0.7 C7 Generally, the service providers had informed on services delivered 0.71 Considerability 0.864 0.613 C12 Generally, the service providers were caring 0.79 C15 Generally, the service providers were courteous/polite 0.74 C13 Generally, the service providers were helpful 0.83 C14 Generally, the service providers were trustworthy 0.77 Empathy 0.837 0.633 C17 Generally, the service providers were able to understand my needs 0.71 C20 Generally, the service providers were able to provide individual attention 0.84 C19 Generally, the service providers had my best interest at heart 0.83 Tangibility 0.823 0.7 C1 Generally, the service providers had modern equipment 0.78 C2 Generally, the service providers had attractive facilities 0.89 Satisfaction 0.892 0.675 S1
My choice of having this trip is a _____ one "very bad" to "very good" 0.79 S2 My feeling towards this trip can be best described as____ "very dissatisfied" to "very satisfied" 0.86 S3 I am satisfied with my decision of having this trip "strongly disagree" to "strongly agree" 0.88 S4 I will recommend this trip to others in the future "strongly disagree" to "strongly agree 0.75 
Relationship between Service Quality and Satisfaction
The relationship between Service Quality and Satisfaction was examined using a structural model. Service Quality (a second-order factor with four first-order factors) was regressed to Satisfaction (a first-order factor). The goodness-of-fit indices showed that this model fitted the data adequately. The chi-square/df was 1.881 (χ 2 =240.811, df=128). The GFI was .919, AGFI=.892, CFI=.964, TLI=.957 and RSMEA=.054. The model that fitted the criteria for the path model was satisfactory, thus the model was accepted to fit the data. A positive and significant relationship (β=0.44, p<0.01) was found between Service Quality and Satisfaction, and thus, H1 was supported. 20% of the variance in Satisfaction can be explained by the Service Quality (Table 5) .
Link in the model
Standardised Estimate (r) rc 2 CR Service Quality -> Satisfaction 0.44** 0.20 6.01 Note: **p<0.01 (one-tailed test) 
Gender as a moderator
The guidelines provided by Hair, Black, Babin and Anderson (2010) were used to test the moderator.
First, two models namely model 1 (constraint) and model 2 (unconstraint) were developed. In model 1, constraint was put to fix the relationship between constructs of interest to be equal to 1. In model 2, the relationship coefficient was allowed to be freely estimated. Based on this model, analysis was performed on both male and female groups (Hair et al., 2010) . As such, the data were divided into Male and Female categories, with 130 respondents in Male category and 171 respondents in Female category.
First, the model was tested using Male data (n=130), adding a constraint fixing "1" in the relationship between Service Quality and Satisfaction (Hair et al., 2010) . Later, using the same model, the parameter constraint in the path was removed. A difference in chi-squared (Δχ 2 ) values between the two models (constraint and unconstraint) was used to identify the moderating effect on the relationship between Service Quality and Satisfaction (Hair et al., 2010) . The difference in chi-squared (Δχ 2 ) value was 4.20.
The result showed that the moderation effect was significant at df = 1 for Male group as shown in Table 6 . Next, the same test procedure was conducted for Female group (n=171). The constraint (equal to "1") and unconstraint models for Female were developed. The difference in chi-squared (Δχ 2 ) value was 5.651, df =1. This indicated that the moderation effect was significant for Female as well, as shown in Table 6 .
The results showed that the model without constraints was significantly better (with smaller χ 2 ) than the constrained model, indicating that the two groups' coefficients were significantly different. From the significant difference in the chi-squared (Δχ 2 ) values between the two models, it can be concluded that constraining the parameters to be equal between groups produced a poorer fit. Therefore, it can be concluded that Gender moderated the relationship between Service Quality and Satisfaction, which means H2 was supported. This means that the influence of Service Quality on Satisfaction creation differs between Male and Female tourists. Additionally, the effect of Female (rc=0.46) was more noticeable compared to Male group (rc=0.38). This means that more variance of satisfaction level is exhibited by service quality for women than men. 
Discussion and implications
The relationship between service quality and satisfaction is well discussed in the literature (e.g. Meng & Elliott, 2009; Rojas & Camarero, 2009; Tuan, 2012) accordingly and the positive relationship was supported. The SEM analysis conducted in this paper provides similar results where service quality was significantly and positively regressed to satisfaction in the tourism context. Therefore, it is supported that the increment of service quality perceived will increase the level of satisfaction among international tourists. Hence, H1 was supported.
Previously, the moderator role of gender in the relationship between service quality and satisfaction has been discussed and empirically proven in different contexts, such as the hotel industry, public services and banking (Juwaheer, 2011; Karatepe, 2011; Mokhlis, 2012) . Similarly to the findings in past researches, this study statistically proved the moderator role of gender in the relationship between service quality and satisfaction among tourists in the Malaysian context by utilising the multi-group analysis. This entails that the extent of the difference in satisfaction in response to the service quality perceived between male and female tourists was not equal. Thus, H2 was supported.
In addition, the findings also showed that the quality of services perceived by female tourists was found to manipulate the satisfaction level greater than that of male tourists. The findings were consistent with the researcher's expectation, where women appeared to emphasize on quality aspects. Women tend to gather loads of information (Hoyer & Maclnnis, 2010) and are more likely to evaluate after engaging in detailed and comprehensive examination of a message (Hoyer & Maclnnis, 2010; Karatepe, 2011) . Therefore, women's prior consumption expectation will be higher and they look into every tiny aspect or attribute of the services received, consequently, the greater extent of the women satisfaction level is determined by the quality of their perceived services, which is in contrast to men.
The study investigated the moderating role of gender in the relationship between service quality and satisfaction. Using the SEM analysis, satisfaction was found to be varied among male and female tourists in response to service quality. The findings in this study have validated the moderator effect of gender in the service quality-satisfaction relationship in the Malaysian tourism context. Furthermore, the findings in this study are beneficial from the practitioners' perspective as well. The findings indicated that female tourists are more aware of the quality of services in comparison to male tourists. Female travellers are growing in number (Juwaheer, 2011) , which is changing the market.
Tourism marketers should therefore reconsider current service strategies and introduce the newer ones to suit the market.
Due to scarce resources that used to be an issue in resource allocation, tourism service practitioners should decide which aspects to change or improve. For that reason, the findings were further reviewed to find out the dimensions that cause the difference between the service quality perceived among men and women in this study. When some dimensions are equally important, the tangible aspects, however, do not appear to be the same from the men's and women's perspective in this study. The tangible part was more important to differentiate the level of perceived quality for women (rc = 0.64, CR = 4.6) than men (rc = 0.25, CR = 1.98), which in turn, affects the variance on satisfaction level. This means that women seem more focused on the tangibles cues in comparison to men. Therefore, for tourism service providers who mainly target on men's market, they are advised to emphasize and allocate more resources and attention on relatively important aspects to men, such as reliability, considerability and empathy before they attempt to improve the tangible aspects. However, for tourism practitioners whose seek to increase the satisfaction as a whole regardless of gender differences, they have to work out all service dimensions: reliability, considerability, empathy and also the tangible aspects, because all of these four factors were found to significantly contribute to the perceived service quality, which has an impact on satisfaction for both groups.
Moreover, based on the EFA and CFA results, two items adopted from SERVQUAL have been successfully loaded into tangibility dimension, which are modern equipment and attractive facilities.
This result gives the tourism service providers a clear direction that the female tourists tend to look for modern equipment and attractive facilities during their travel. Therefore, these two features will be of important to be considered if the service providers intend to increase the customer satisfaction level (tourist satisfaction level in this study) through improving the customer perceived quality, especially for the market of female travellers that are growing.
Limitations and suggestions
The study successfully verified the positive relationship between service quality and satisfaction, as well as the role of gender as a moderator. Nevertheless, the interpretation of the result must be done carefully. According to the statistical result, service quality explains about 15-20% of the variance of satisfaction for male and female tourists (Table 6 ) in this study. This means that service quality only manages to explain a small portion of the variance of tourist satisfaction, which signals that there might be explanatory factors that have not been taken into consideration in this study. Therefore, in the future, other possible factors could be included to enrich the understanding on tourist satisfaction.
In addition, even though gender is an important aspect to be considered during the stage of marketing strategy development, it is not the only characteristic on which the marketing efforts should be based.
Due to that reason, the inclusion of only one demographic factor that is gender is considered as a limitation of the study. Other demographic variables, such as age, culture, education level, and income must also be considered in future study and when developing marketing strategies.
Besides that, this study only focused on the Malaysian tourism industry. Each industry has its own specific characteristics, and hence, the outcomes of the study may vary and not be applicable for other industries or other countries. For instance, female tourists were found to emphasise more on the tangible aspects than male tourists do in this study. This finding however, contrasts with Mokhlis' (2012) findings in which male respondents featured greater importance on tangible factors than females in his study of the public service sector. Therefore, the researcher calls for more studies, especially in tourism industry in other countries to validate the findings of the present research.
